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Brand Guidelines

Welcome to the Elysian Residences Brand Guidelines.

At Elysian Residences, we pride ourselves on creating
luxurious and welcoming living spaces that embody
elegance, sophistication, and comfort. Our brand is

a reflection of our commitment to excellence in every
detail, from our thoughtfully designed properties to

the unparalleled service we provide to our Homeowners.

This document serves as the cornerstone of our brand
identity, providing clear and consistent guidelines that
help maintain the integrity and cohesion of the Elysian
Residences brand. Whether you’re part of our internal
team or an external partner, these guidelines will
assist you in understanding and conveying our brand
values, aesthetic, and voice across all touchpoints.

By adhering to these principles, we ensure that every
Interaction with Elysian Residences consistently
reflects our dedication to quality and our passion

for creating exceptional living experiences.

Brand Guidelines



contents

INTRODUCTION

WHAT DOES ER DO
BRAND MODEL
TONE OF VOICE
MESSAGING

Words to use

Specific wording to use

Best practice copy examples
MANIFESTO

11
12

LOGO

ELYSIAN LOGO

Breakdown
Exclusion Zone
Scale
Placement

Incorrect Use

RESIDENCE LOGOS

Breakdown
Exclusion Zone
Scale
Placement
Landscape
Incorrect Use

Creation

14
15
16
17
18

19
20
21
22
24
25
26

TYPOGRAPHY

PRIMARY TYPEFACE
Breakdown
Weights
Regular
Medium
Bold
SECONDARY TYPEFACE
Breakdown
HEADLINE STRUCTURE
HIERARCHY
Example

Skeleton

COLOUR

COLOUR PALETTE
PRIMARY COLOURS
SECONDARY COLOURS

28
29
30
31
32

33
34

35
36

38
39
40

COLOUR COMBINATIONS 41

HIERARCHY

42

PHOTOGRAPHY

AMBITION

CASTING

CAMERA & LIGHTING
MOOD & FEEL

WHAT WE DON’T LIKE
WHAT WE DO LIKE
CAMPAIGN

44
45
46
47
48
49
50



Introduction



What does Elysian Residences do

Elysian Residences create retirement living with
character, because individuality is what makes life
so varied and rich. It informs everything we do.

We offer different, beautifully designed Residences
Inspired by their local area with unique, stylish

and spacious apartments to choose from and own.
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Brand Model

Irrefutable Human Truth

There is no such thing as a stereotypical
older person. Like everyone, older people
have never been a homogenous group and
they are more varied now than ever before.
However, too often they aren’t regarded
as individuals & are hemmed in by society’s
expectations of how older people should
behave and what their limitations are.
This leads to a ‘blandness of old age.’

Brand Guidelines

Territory

Our characteristics are what make us
who we are. An affirmation of our
individuality. And they are what add colour,
depth and vibrancy to life. And they
should be celebrated, not suppressed
or dulled to conform.

Organising Idea

Elysian is an antidote to society’s cookie
cutter vision of old age. Individuality
informs everything we do. We create

different, beautifully designed bespoke

spaces where you can be yourself, not be
an ‘older person’.

Introduction

Brand Idea

Retirement living with character



Tone of Voice

When writing brand copy, please follow the
below guidelines to ensure we appeal to our
target demographic and accurately represent
the Elysian proposition.

Brand Guidelines

Do

* Be authentic (our audience really don’t like being
marketed too!)

» Be clear and straightforward (our audience really don’t
like being marketed too!)

* Use imperatives

* Be credible

* Be Respectful

 Be Positive

* Be warm & approachable (but still with some formality)

Don't

 Be patronising —we are not in control of their lives

* Be hyperbolic — (our audience really don’t like being
marketed too!)

« Use jargon, particularly property jargon, pseudo words

» Gushing or over enthusiastic

* Be campaigning —we have a quiet understanding of the
customer we are not changing the world

* Be too colloquial or casual

* Be too exclusive, snooty, private club or use language
reminiscent of a short-term stay at a hotel

* Create a sense of 'us' and 'them’

Introduction



Messagin g e

* Overall it is essential to recognise the customer * Don’t use words like diverse or idiosyncrasies —we
in the position of control/choice. Show a quiet need to make sure that individuality doesn’t stray into
understanding of its customers eccentricity. People don’t want to worry that their
* Do not tell them how they feel, how they will respond neighbours are strange or odd.
to or be changed by what we do. Say what we do, but * Be careful that luxury doesn’t become overindulgent
It’s for them to think what that might mean for them. — it’s about creating a luxurious home (nurturing/warm)
* Focus on the positives of retirement living, not the that you can see yourself thriving in, not a glossy shiny
pain points of ageing place you’d enjoy visiting.
- Clarify that everything is opt-in — freedom to choose * People want to know there are facilities &
IS vital maintenance (ease is a benefit), but don’t stray
 Explain that they’re buying their own home with their Into cosseting, infantalising or being disempowering.
own front door And don’t use the word concierge.
* Dial up the generous space Elysian offers, abating * Don’t use ad conceits or abstract endlines (our
fears of ‘shoe box living’ audience really don’t like being marketed too!)

* Don’t Generalise about old people — they are not all
one homogenised group

Brand Guidelines 8



O
Me S S a 1 I l Introduction
Specific wording to use

Character, not ‘a character’ or personalities

Older people, not elderly, senior, golden years, later years
Retirement living, not later or senior living

Apartments or properties not flats or home

Homeowners, customers not residents

Restaurant, not dining room or fine dining

Deliver to your door, not room service

Residences (but need to add warmth and emotion), not village
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O
Me S S a 1 I l Introduction
Specific wording to use

Communities (but use sparingly), not private club
Individuality, not one homogenised group
Different, not eccentric

Distinct, not cookie cutter

Unique, not cookie cutter

Spacious, not small tlats

Luxury (used sparingly), not 5 star



Messaging

Proposed brand proposition language Headline ’ Retirement LiVing With CharaCter

for web/DM where space allows:

Short Paragraph

Brand Guidelines

» At Elysian, we appreciate individuality. The special

qualities that add colour and vibrancy to life and
make us who we are. We know there isn’t a stereo-
typical older person or an expectation of how they
should live. That’s why we create retirement living
with character.

Different, beautifully designed Residences inspired
by their local area with unique, stylish and spacious
apartments to choose from and own. Our Residenc-
es have restaurants, bars and wellness centres with
a gym, spa and swimming pool, experiences and
amenities for you to use as little or as much as you
want. All with 24/7 support and security, a mainte-
nance team and flexible care if you ever need it.

Introduction
Best practice copy examples
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Manitesto

This page outlines the visual and verbal elements

that embody our brand's essence, ensuring that every
touchpoint reflects our dedication to individuality

and excellence.

At the heart of our brand lies a commitment to
redefining the perception of retirement living.

Our manifesto reflects a fundamental belief: there
Is no such thing as a stereotypical older person.
We celebrate the individuality and diversity of

the people we serve, crafting unique, vibrant
communities that honour their distinct personalities
and preferences.

Brand Guidelines

There is no such thing as a stereotypical older person.
Like everyone, older people are more varied now than ever before.
However, too often they aren’t regarded as individuals and can

be constrained by expectations of how older people should live.

At Elysian, we believe it is our characteristics that make us who we are.
They add colour, depth and vibrancy to life and should be celebrated.
That’s why we create retirement living with character.

Different, beautitfully designed buildings & interiors inspired by their local area.

Many distinct types of generous, stylish apartments to choose from and own.
With plenty of space and freedom to decorate.

Our Residences have green space, restaurants, bars, wellness centres
with a gym, spa and swimming pool and a variety of classes.

All with 24/7 support and security, a maintenance team, future-proofed,
adaptable apartments and care if you ever need it.

Introduction
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Elysian Logo

The Elysian Residences logo is set in two different
weights of 'IDO0 Serif' — 'Light' and '‘Medium,

The design presents a sophisticated and elegant
aesthetic, characterised by its contemporary serif
details and balanced proportions.

'Elysian'is set in 'Light’, with geometric serifs

that evoke a sense of luxury and timelessness.

The letterforms are generously spaced, providing
a sense of openness and readability. The harmony
between the 'E'and lowercase 'I' establish a strong

vertical line, whilst the 'y's cropped tail adds character.

Below, the word 'Residences'is set in 'Medium' to
provide optical balance. Set in uppercase, it creates
a clear hierarchy between the brand name and its
descriptor. The uppercase setting of 'Residences'
adds a formal and trustworthy experience, aligning
with the premium positioning of the brand.

The overall composition of the logo is clean and
minimal, relying on the elegance of 'IDOO0 Serif' to
convey a sense of sophistication and exclusivity.
The balance between the two lines underscores
the brand's focus on luxury living spaces.

Brand Guidelines

Elysian
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Logo
Breakdown
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Elysian Logo

Exclusion Zones

The Elysian logo is supported by exclusion zones
that ensure the logo maintains clear visibility and
prominence. These zones are defined as the
minimum area around the logo that must remain
free of other elements, including text, graphics, and
images. This space preserves the logo's integrity
and prevents visual clutter, helping to maintain
consistent branding across all applications.

Elysian

RESIDENCES
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Elysian Logo

When choosing a scale for the Elysian logo, it

should be decided on a basis that ensures the Elysian
branding remains consistent. The exclusion rules

are applicable across all applications, regardless

of size. However, the logo's scaling should always

be subtle and adhere to the restrictions outlined

in this document.

For print, the logotype must have a minimum height of
8mm, and for web applications, it must be at least 24px
in height. These are the absolute minimum sizes. The
maximum size is flexible and depends on the space
available, so a fixed maximum size is not specified.

Brand Guidelines

Elysian

RESIDENCES

24px

Elysian

RESIDENCES

8mm

Logo
Scale
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Elysian Logo

The Elysian logotype lock-up is strategically aligned
with fixed points of symmetry across collateral
materials. Exclusion zone guidelines, detailed on
the preceding pages, must be adhered to.

The logo should always appear optically balanced
on the page, whether integrated with other brand
elements or not. This may involve centring it or
positioning it in a corner. When used in isolation,
the logotype may be scaled up within the specified
size limitations outlined in this document.

Brand Guidelines
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» Elysian «
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f
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Logo
Placement
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Elysian Logo

The application of the Elysian logotype should be
carefully considered and the exclusion zones taken
into account when applying it to collateral.

1 —Space

2 — Rotation
3 —Overlay
4 — Contrast

> — Proportions

6 — Effects

Brand Guidelines

Always leave the logo space to breathe.
A minimum space or E-Zone should be left
around the logo.

Under no circumstances should the logo be
rotated or warped.

Always make sure there is good contrast
between logo and any background images.

Always make sure there is optimal levels of
contrast between foreground and background
colours for the best legibility

You should never change the horizontal or
vertical proportions of the logo.

Do not add trimmings like drop-shadows,
embossings etc. to the logo.

Elysian

RESIDENCES

Elysian

RESIDENCES

Logo
Incorrect Use
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Residence Logos

Elysian's Residence logos are uniquely different

from the main Elysian Logo. The Residence logos

are formed of EK Notice Classic in 'Regular' and
'‘Medium', providing balance to the Residence name
and its location. EK Notice is characterised by playing
with contrast. 'Classic' ensures high readability for
small sizes and large areas of text, with the dynamic
connection of vertical strokes and counters, forming a
distinctive characteristic. The tracking of the logos has
been set at +180, in-line with premium brands that use
generous spacing to convey luxury.

Brand Guidelines

WILDERNESSE HOUSE

SEVENOAKS

THE DENTON

BERKHAMSTED

THE OREN

HAMPSTEAD

LANDSBY THE BECKETT

STANMORE ROYAL TUNBRIDGE WELLS

THE OAKLEIGH

ST ALBANS

KEW

RICHMOND

Logo
Breakdown
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Residence Logos

The Residence logos are supported by exclusion
zones that ensure the logo maintains clear visibility
and prominence. These zones are defined as the
minimum area around the logo that must remain free
of other elements, including text, graphics, and images.
This space preserves the logo's integrity and prevents
visual clutter, helping to maintain consistent branding
across all applications.

THE BECKETT

ROYAL TUNBRIDGE WELLS

Brand Guidelines 20



Residence Logos

When choosing a scale for the Residence logos,

it should be decided on a basis that ensures the
Residence logos branding remains consistent.
The exclusion rules are applicable across all
applications, regardless of size. However, the
logo's scaling should always be subtle and adhere
to the restrictions outlined in this document.

For print, the logotype must have a minimum height
of 8mm, and for web applications, it must be at

least 24px in height. These are the absolute minimum
sizes. The maximum size is flexible and depends

on the space available, so a fixed maximum size is
not specified.

Brand Guidelines

THE BECKETT

ROYAL TUNBRIDGE WELLS

24px

THE BECKETT

ROYAL TUNBRIDGE WELLS

8mm

Logo
Scale
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Residence Logos o

THE BECKETT

ROYAL TUNBRIDGE WELLS

The Residence logotype lock-up is strategically
aligned with fixed points of symmetry across collateral
materials. Exclusion zone guidelines, detailed on the
preceding pages, must be adhered to.

The logo should always appear optically balanced

on the page, whether integrated with other brand

elements or not. This may involve centring it or WILDER ls\]EVEENSOEKE HOUSE

positioning it in a corner. When used in isolation,

the logotype may be scaled up within the specified

size limitations outlined in this document. T HHAEMF,?TE'EDE )

LANDSBY

STANMORE

THE OAKLEIGH

ST ALBANS

THE DENTON

BERKHAMSTED

Brand Guidelines 22



Residence Logos

The Residence logotype lock-up is strategically
aligned with fixed points of symmetry across collateral
materials. Exclusion zone guidelines, detailed on the
preceding pages, must be adhered to.

The logo should always appear optically balanced
on the page, whether integrated with other brand
elements or not. This may involve centring it or
positioning it in a corner. When used in isolation,
the logotype may be scaled up within the specified
size limitations outlined in this document.

Brand Guidelines
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Residence Logos -

A landscape logo lockup of the Residence Logo in the
format "RESIDENCE | LOCATION" is an alternative to
be used infrequently for when / where the logo needs
to be left or right aligned.

The horizontal lockup allows for a clear distinction W | L D E R N E S S E H O U S E | S E V E N OA KS

between the Residence name and the supporting
location, maintaining brand recognition while

coneying adtions mformation o centext efetivel. LANDSBY | STANMORE
FHE BECKETT | ROYAL TUNBRIDGE WELLS
THE DENTON | BERKHAMSTED
THE OREN IHAMPSTEAD
THE OAKLEIGH | ST ALBANS

KEW IRICHMOND
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Residence Logos

The application of the Residence logotypes should be
carefully considered and the exclusion zones taken
into account when applying it to collateral.

1 —Space Always leave the logo space to breathe.
A minimum space or E-Zone should be left
around the logo.

2 — Rotation Under no circumstances should the logo be
rotated or warped.

3 —Overlay Always make sure there is good contrast
between logo and any background images.

4 — Contrast Always make sure there is optimal levels of
contrast between foreground and background

colours for the best legibility

> — Proportions You should never change the horizontal or
vertical proportions of the logo.

6 — Effects Do not add trimmings like drop-shadows,
embossings etc. to the logo.

Brand Guidelines

THE BECKETT

ROYAL TUNBRIDGE WELLS

THE BECKETT

ROYAL TUNBRIDGE WELLS

Logo
Incorrect Use
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Creation

Residence Logos

To ensure a consistent look when creating new
Residence logos, all new Residence logos should
adhere to the Elysian Residence Kit. This kit includes

a preset design file, with the Residence Name and
Location set in EK Notice Classic, with the same
vertical spacing as the other Residence logos.

Once the new text has been input, the letters should
be individually kerned; creating optimal legibility is key,
whilst fitting in with the previously designed logos.

Use file: Elysian_Residence-Logo-Kit-Template.ai

Brand Guidelines 26
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Primary Typeface

Usage

Our primary typeface is GT Super Display by Grilli
Type and should be used across brand assets as the
headline typeface.

About Typeface

GT Super is the result of an extensive investigation
into display serif typefaces from the 1970s and

80s. It focuses on the expressive and idiosyncratic
nature of calligraphic motions, compelled into stable,
typographic shapes.

Regular Medium Bold

Brand Guidelines

Aa Bb Cc Dd Ee Ff Gg Hh
li Jj Kk LI Mm Nn Oo Pp Qq
Rr Ss Tt Uu Vv Ww Xx Yy 7z

0123456789

Regular

Aa Bb Cc Dd Ee Ff Gg Hh
li Jj Kk L1 Mm Nn Oo Pp Qq
Rr Ss Tt Uu Vv Ww XX Yy Zz

0123456789

Medium

Aa Bb Cc Dd Ee Ff Gg Hh
li Jj Kk LI Mm Nn Oo Pp Qq
Rr Ss Tt Uu Vv Ww Xx Yy Zz

0123456789

Bold

Aa Bb Cc Dd Ee Ff Gg Hh
li Jj Kk LI Mm Nn Oo Pp Qq
RrSs Tt Uu Vv Ww Xx Yy Zz

0123456789

Regular Italic

Aa Bb Cc Dd Ee Ff Gg Hh
li Jj Kk LI Mm Nn Oo Pp Qq
RrSs Tt Uu Vv Ww Xx Yy 7z

0123456789

Medium Italic

Aa Bb Cc Dd Ee Ff Gg Hh
L Jj Kk LI Mm Nn Oo Pp Qq
RrSsTtUn Vv Ww Xx Yv 7z

0123456789

Bold Italic

Typography
Breakdown
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Primary Typeface
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Primary Typeface

Retirement living with character

Brand Guidelines



Primary Typeface

Retirement living with character

Brand Guidelines



Primary Typeface

Retirement living with character

Brand Guidelines



Secondary Typetace

Usage

Our secondary typeface is Kunst by Formula Type
and should be used across brand assets such as the
bodycopy typeface, or for smaller details.

About Typeface

The idea of searching for a typeface with a 1950s
atmosphere dates back to 2014, only to re-emerge
in 2017 with a new approach, now including more
contemporary touches in an attempt to bridge
past and present. As such, Kunst Grotesk looks

at historical faces of mid-20th Century for inspiration,

but incorporates subtle details and a certain digital

feeling that make it perfectly suitable for modern use.

Regular Medium Bold

Brand Guidelines

Aa Bb Cc Dd Ee Ff Gg Hh
liJj Kk LI Mm Nn Oo Pp Qg
Rr Ss Tt Uu Vv Ww Xx Yy Zz
0123456789

Regular

Aa Bb Cc Dd Ee Ff Gg Hh

li Jj Kk LI Mm Nn Oo Pp Qq
Rr Ss Tt Uu Vv Ww Xx Yy Zz
0123456789

Medium

Aa Bb Cc Dd Ee Ff Gg Hh
liJj Kk LI Mm Nn Oo Pp Qq
Rr Ss Tt Uu Vv Ww Xx Yy 2z
0123456789

Bold

Aa Bb Cc Dd Ee Ff Gg Hh
liJj Kk LI Mm Nn Oo Pp Qg
Rr Ss Tt Uu W Ww Xx Yy Zz
0123456789

Regular Italic

Aa Bb Cc Dd Ee Ff Gg Hh
liJj Kk LI Mm Nn Oo Pp Qq
Rr Ss Tt Uu Vv Ww Xx Yy Zz
0123456789

Medium Italic

Aa Bb Cc Dd Ee Ff Gg Hh

li Jj Kk LI Mm Nn Oo Pp Qq
Rr Ss Tt Uu Vv Ww Xx Yy Zz
0123456789

Bold Italic

Typography
Breakdown
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Headline Structure

Elysian's brand hase acces to 4 headline options;
GT Super - caps and sentence case
FT Kunst — caps and sentence case

Using GT Super and FT Kunst in different cases for
headlines allows Elysian to tailor its communication
to varying levels of formality. This approach enables
Elysian to align its messaging with the desired
emotional impact, helping the brand resonate across
diverse contexts and audiences.

GT Super in sentence case conveys a modern,
professional tone, perfect for formal or informational
headlines. FT Kunst's sans-serif design means

that in sentence, it offers a warmer, creative vibe,
making it ideal for engaging audiences in a casual,
approachable manner.

Using GT Super in all caps creates a strong,
authoritative presence, ideal for headlines that need
to command attention with a bold, modern edge.

FT Kunst in all caps, while still impactful, brings a
unique, artistic character to the message, adding

a touch of distinctiveness and creativity to more
assertive statements.

Brand Guidelines

RETIREMENT LIVING WITH CHARACTER

GT Super Display — Regular
All Caps & +180 tracking

RETIREMENT LIVING WITH CHARACTER

GT Super Display — Regular
All Caps

Retirement living with character

GT Super Display — Regular
Sentence Case

RETIREMENT LIVING WITH CHARACTER

FT Kunst — Regular
All Caps & + 180 tracking

RETIREMENT LIVING WITH CHARACTER

FT Kunst — Regular
All Caps

Retirement living with character

FT Kunst — Regular
Sentence Case

Typography
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Hierarchy

The typographic hierarchy in Elysian's design
system must be followed at all times. Consistent and
accurate use of the typographic system is essential
for maintaining brand recognition and cohesion.

The example illustrates the brand's typographic
system as applied to communication, highlighting
the relationship between each typeface and

scale. This ensures that all types of content are
easily legible.

System's should always have flexibility, as long as
there is a clear hierarchy achieved. If it is decided
to only use GT Super, or FT Kunst, then achieving

_ s Heading ----- - - A & ey
clarity can be done through use of point size, or ST e — gl N
through typeface weight.

14pt
This also goes for layouts which utilise both typefaces, Sub-Heading
where if the previous'is followed, then either GT Super ET Kunst — Medium
or FT Kunst can be used for headlines, as long as there 10pt
is disctinction between the rest of the copy.
Bodycopy ---------------- -
FT Kunst — Regular
10pt
Caption/Note - --om oo
FT Kunst — Light
10pt

Brand Guidelines



Hierarchy

All layouts and identities should feel naturally
balanced, with a clear emphasis on 'white space.

It is key to treat any design with care, and giving the
content enough 'room to breathe' reinforces the brands
premium position, where space is a luxury that can be
afforded. This can be achieved through a structured
grid system, which allows the content to be sectioned.
This creates flexibility and diversity within the visual
hierarchy, suitable for various levels of communication.
The right layout is broken up into a 6 row, 4 column
grid, that information can flow through easily, creating
narrative without the overuse of titles and leading text.

Brand Guidelines
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Retirement living with character

At Elysian, we appreciate individuality. The special
qualities that add colour and vibrancy to life

and make us who we are. \We know there isn’t a
stereotypical older person or an expectation of how
they should live. That’s why we create retirement
living with character.

Discover The Denton by Elysian Residences
With a restaurant, bar, gym, 24-hour concierge
service, and support if needed, this truly unique
place combines an exceptional location, luxurious
apartments, and a vibrant lifestyle. All while you
live the life you choose, in your own private home.

Properties priced from £440,000-£1,250,000
(other fees apply)

Discover everything The Denton has to offer.
Book your Show Apartment visit today.

You're invited to—
The Denton Show Apartment

First viewings from
Thursday 19th - Wednesday 25th October

The Denton, Off Shooterswvay,

Call 01442 946853

Berkhamsted, HP4 3NG

,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,

Typography
Skeleton
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Colour Palette

Colour

The colour palette is sophisticated and comprises of
two primary colours complemented by a selection of
secondary accents. The primary colours serve as the
cornerstone of the brand's visual identity, providing

a strong, recognisable presence. The secondary
colours are used sparingly, acting as subtle accents
to enhance and refine the overall brand aesthetic.

Cloud
Primary

Terracotta
Accent

Slate
Secondary

Brand Guidelines 38



Primary
Colours

Our brand guidelines feature two primary colours,
Cloud and Slate, each with a versatile range of
shades and tints. These variations provide flexibility
for different applications, ensuring consistency while
adapting to various design needs. The nuanced use
of these hues allows for dynamic visual expressions,
from bold, impactful statements to subtle, elegant
accents, maintaining a cohesive and sophisticated
brand identity.

It should be observed that colours will vary between
print and digital mediums due to the method that
colour is produced. Print colours will appear darker

than on screen, as it's made of CMYK colours, whereas

screens use RGB which can produce brighter, more
vibrant spectrums.

To achieve the most accurate colour choice, it is

Important to test out where it is being used, and make

adjustments if necessary.

Brand Guidelines

Slate -2
#5D414B

61
65
75

73
61
48
48

Slate -1
#5B6270

91
98
112

65
ol
38
26

Cloud-0.5
#D1D0D1

209
208
209

@ O A

21
16
16
1

= < Z O

Slate -0.5
#6A7283

106
114
131

61
47
33
18

Cloud
#EFEDEF

239
237
239

@ O &

= < Z 0O
O O

Slate
#798295

121
130
149

06
42
28
11

Cloud +0.5
#F1EFF1

R 241
G 239
B 241

= < Z 0
S O O N

Slate +0.5
#878FAQ

R 135
G 143
B 160

Cloud +1
#F2F1F2

R 242
G 241
B 242

= < Z 0O
S O O O

Slate +1

#949BAA

R 148
G 155
B 170

Cloud +2
#F5F4F5

245
244
245

@ O &

= < Z O
S W b O

Slate +2
#AFB4BF

175
180
191

36
25
19
2



Lavender -2 Lavender -1 Lavender Lavender +1 Lavender +2

#666774 #999BAD #CCCEE7 #DO6DSEC #EOE2F1
R 102 C R 153 C R 204 C 23 R 214 C 18 R 224 C 14
G 103 M G 155 \Y G 206 M 18 G 216 M 14 G 226 M 10
B 116 Y B 173 Y B 231 Y 2 B 236 Y 2 B 241 Y 2
( : : 1 : ‘ | ‘ 'S K K K 0 K 0 K 0
Elvsian dar lour palette includes four Terracotta -2 Terracotta -1 Terracotta +1 Terracotta +2
yslan's secondary colour paiette Inciudes Tou #6B4336 #A16450 #DE9DS9 #E6B6AG
complementary colours; Lavender, Terracotta,
:/r\]/heajc,and M(?ss.Ea(c):h hasbeznselecltedtoenhance R 161 C R 299 c 11 R 230 C 9
eprtl.rlnary;fco.ours. urtseconfa[]y(c;oourzlra:\[.rett G 100 M G 157 M 45 G 182 M 34
ve_rsa |§,o erln.gaspec rum of shades and tints o. B 80 y B 136 v 43 B 166 vy 39
suit various design contexts. They serve as supportive K K 9 K 1
elements, providing depth and contrast, allowing
for differentiation in visual communications.
Their careful application ensures a cohesive yet
dynamic brand presence.
Wheat -2 Wheat -1 Wheat Wheat +1 Wheat +2
#696143 #9D9164 #D1C185 #DACDO9D #E3DABG6
R 157 C R 209 C 20 R 218 CcC 17 R 227 C 14
G 145 \Y G 193 M 19 G 205 M 16 G 218 M 12
B 100 Y B 133 Y 54 B 157 Y 44 B 182 Y 33
K K 3 K 1 K 0
Moss -2 Moss -1 Moss +2
#414336 #626550 #B4BOAG6
R 98 C R 180 C 33
G 101 M G 182 M 22
B 80 Y B 166 Y 34
K K 5
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olour Combinations

It is essential to prioritise legibility and accessibility
in all communications, with particular attention in
digital contexts. Ensure sufficient contrast in body
text, graphic elements, icons, and other content to
maintain readability. Colour choices should adhere
to the specified values, selecting hues that meet AA
or AAA standards for "Normal Text" based on their
intended usage, ensuring accessible design.

Whilst some colour combinations do not meet
standards, choice of colour can also be a design
decision, as long as it is supported by accompanying
text that is highly legible. Commonly, this would
work for Headlines, whilst bodycopy would sit in

a high contrast system.

Brand Guidelines
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Hierarchy

The subtle use of colour can also be used to achieve
hierarchy within layouts. With Elysian's refined colour
palette, colour blocking areas of importance is a key
way to achieve visual balance. This helps lead the
audience through the design, becoming useful for
highlighting information without compromising on

the rest of the content. It is important that colour
should only be used to highlight areas, and not applied
directly to text, unless used within established colour
contrast from previous examples.
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Join us to celebrate the launch of The Oren
at our newly opened show suite.

Book your private appointment to be the
first to view the luxurious apartment finishes
of this landmark retirement development.

Thursday 16" and Friday 17" November
Tuesday 21°t and Wednesday 22" November

To find out more and
RSVP at 020 3468 1369

Show Suite located at
98 Belsize Lane, Belsize
Park, NW3 5BB

Your Exclusive Invitation

Find out more about London's finest
retirement living in the heart of Hampstead

THE OREN

HAMPSTEAD

Located on West Heath Road,
nestled in lush greenery

on the edge of Hampstead
Heath, offering luxury two and
three-bedroom apartments
and penthouses with private
outdoor space, The Oren is
ideally situated for enjoying the
best of London life.

Properties priced from
£1,825,000
(other fees apply)

Join us to celebrate the launch of The Oren at our ocated o e eath Road, nestled
newly opened show suite. greenery o e edge of Hampstead Hea
of1r1e 0 O dnaO ee-0edroo
Book your private appointment to be the first to apa s and penthouse orivate
view the luxurious apartment finishes of this landmark outdoor space e Ore dea ated
retirement development. or enjoying the best of Londo e
Thursday 16" and Friday 17" November Properties priced fro 825,000 (other fees app
Tuesday 2715t and Wednesday 22 November
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To find out more and Show Suite located at 98
RSVP at 020 3468 1369 Belsize Lane, Belsize Park,
NW3 5BB

Located on West Heath Join us to celebrate the launch of The Oren at our To find out more and
Road, nestled in lush newly opened show suite. RSVP at 020 3468 1369
greenery on the edge

of Hampstead Heath, Book your private appointment to be the first to Show Suite located at
offering luxury two and view the luxurious apartment finishes of this landmark 98 Belsize Lane, Belsize
three-bedroom apart- retirement development. Park, NW3 5BB

ments and penthouses

with private outdoor Thursday 16" and Friday 17" November
space, The Oren is ideally Tuesday 21t and Wednesday 22" November
situated for enjoying the

best of London life.

Properties priced from
£1,825,000
(other fees apply)

Elysian

RESIDENCES

42



Photography



Ambition

Photography

We want our photography to reflect our values

and those of our core audience: sociable, individual,
positive, life-loving, cultured, independent,
passionate, enthusiastic, creative etc.

Let’s give our already stunning building photography
some soul. Real and relatable with a sense of
heightened aspiration. Let’s help people imagine

the lifestyle they could have at Elysian.
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Casting

* Authenticity is key. No cliché. We want to capture real,
diverse personalities with depth.

- Cultured, creative, interesting individuals.

- Affluent, well-travelled and dignified.

* With depth & style

* Loving life, for real

* This will create a sense of relatability and credibility.

 Although the age range of our customers is 65+ , they
are not “little old people” who have given up on life.
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Camera & Lighting

Timeless and classic aesthetic with a blend of warmth,
fine detalil, and accurate colour rendition. Warm tones,
moderate contrast.

This results in a soft and flattering look. Fine grain,
which contributes to the overall smoothness of the
Image. And shoot at angles rather than flat-on, injecting
dynamism and energy.
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Mood & Feel

 Elegantly positive.

* Authentic optimism.

* Real, spontaneous, not overly staged.

« Sociable, warm and inviting.

* Helping people imagine the life they could be living.
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What we Don't like
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What we Do like

When capturing people, tighter, more intimate crops
allow their character and the emotion of the image to
be more engaging.
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Campaign Photography

- Show that the Elysian Residences (not just the
apartments) are different, beautifully designed
& have character.

* The apartments we show shouldn’t look like
hotel rooms or show rooms. They should look
authentically lived in (but still aspirational and
premium).

They should have life, soul and a story to tell.

« Given concerns about casting & capturing real
‘characterful’ people we’d recommend ways of
exploring the ‘sense of humanity’ without fully
featuring real people or people at all.

1.This might be only featuring parts of people i.e. we
only ever see the arms / hands / legs / back of the
person. But we feature enough of them to show
their individuality i.e. wearing different socks and
shoes, or the jewellery they wear, the colour of their
skin / hair etc

2.This might be no people at all, but the spaces shown
demonstrate how the residents have written their
own character, personality and story into the space.

3.This might be no people at all, but the people, and
their character, are brought to life through long copy.
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